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INTRODUCTION
The effect of repeated messages on persuasive
communication has long been a topic of interest.

In

the late 1960s, Zajonc hypothesized that as familiarity
increases, so does liking.

Over repetition, something

initially unfamiliar becomes familiar and favorable.
This theory, known as the mere exposure theory,
developed into its most prominent use--advertising.
During the 1970s, extensive studies were made to
determine if repetition influenced purchase intent,
recall and commercial longevity.

In the late 1970s,

message repetition and information processing were
examined.
Recently, mass-appeal music videos were introduced
to persuade viewers to purchase more records.

This new

form of advertising needs to be studied in relation to
repetition theories.

Music videos, like commercials,

are repeated several times a day on Music Television
(MTV) and music video cable shows.

In fact, MTV

schedules its programming from light to heavy
repetition.

Since the medium is just 5 years old,

minimal research has been conducted.

Existing studies

have concentrated mainly on content analyses of various
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video shows; they have revealed what videos are and
what videos are portraying to viewers, but none have
looked at the effects of videos.
The purpose of this study is to determine whether
repetition of familiar and unfamiliar music videos has an
impact on attitude, recall and purchase potential.

LITERATURE REVIEW
The majority of research conducted regarding
repeated exposure on attitudes has involved variables
such as nonsense syllables and symbols, foreign words
or face photographs.

In the following example, mere

exposure theory was used to explain the incident known
as the black bag experiment.

"A mysterious student has

been attending a class at Oregon University for the
past two months enveloped in a big black bag.
bare feet show.

Only his

Each Monday, Wednesday and Friday at

11:00 a.m. the Black Bag sits on a small table near the
back of the classroom.
persuasion .

The class is Speech 113--basic

Charles Goetzinger, professor of the

class, knows the identity of the person inside.
of the 20 students in the class do.

None

Goetzinger said

the students' attitude changed from hostility toward
the Black Bag to curiosity and finally to friendship"
(Sawyer, 1981, pp. 237-238).

This is one of many

examples where repeated exposure does enhance liking.
Zajonc's experiments were also based upon the mere
exposure theory.

In his 1968 study, Zajonc presented

unfamiliar stimuli in the form of nonsense syllables,
foreign words or photographs of men's faces.
3

In random
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order, these stimuli were repeated from 2 to 25
times.

Subjects were then asked to rate them on a

series of affective semantic differential scales (GoodBad, Like-Dislike).

The results revealed a positive

relationship between the number of exposures and
affect.

"Respondents assigned the highest affective

ratings to the most frequently exposed words, the
lowest ratings to the least frequently exposed words,
and moderate ratings to the words appearing at
intermediate frequencies"

(Zajonc, 1969, p. 216).

"The

proposition holds that the mere repeated exposure of an
unfamiliar stimulus is enough to increase one's
attraction to that stimulus.

Repeated exposure makes

words more positive, food more appetizing, strangers
more acceptable"

(Zajonc, 1970, p. 33).

In addition,

these results were not due to demand characteristics.
Moreland and Zajonc (1976), using a between-subject
design, reported that subjects were unable to identify
the experimental hypothesis.
The Zajonc research has been replicated with
various stimuli.

For example, in Harrison's (1969)

replication of the men's photograph experiment, the
variable of familiar faces was introduced.
figures

Public

(politicians, actors, scientists,

industrialists, murderers, etc.) or fictional
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characters were presented either 1, 2, 5, 10 or 25
times.

Higher likeability ratings were received for

the more familiar samples.

"In general, a strong

relationship was found between familiarity, exposure
and liking"

(Harrison, 1969, p. 375).

Seagert and

Jellison (1970) reported that with complex stimuli,
liking increased with exposure, but the liking for
simple stimuli reached asymptote after a few exposures.
Berlyne (1970) reported that repeated exposure
leads to positive attitude change and liking, because
initial exposure gives people the chance to gather
information about the stimulus.

However, continued

repetition leads to a negative attitude change and
disliking, because satiation has occurred.

This

reveals an inverted-U relationship between liking and
familiarity.
Most of the Zajonc research measured only the
liking of objects, not the liking of a message.

Sawyer

(1981) states that messages used in "general
communication research are obviously much different
from the stimuli used in the mere exposure research.
Communication stimuli are more complex and probably
much more familiar and meaningful"
248).

(Sawyer, 1981, p.

However, during this period, several

communication stimuli studies were also conducted.

For
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example, Johnson and Watkins (1970; cited in Johnson &
Watkins, 1971) varied the difficulty of the message and
repeated it up to five times.

Repetition increased only

recall for the easy message, while attitude change
increased with repetition for the difficult message.
Johnson and Watkins (1971) also found that high credible
sources increase attitude change and recall with
repetition.
Cacioppo and Petty (1979) tested the effects of
message repetition of audio messages on attitude change,
cognitive response and message recall.

In the first

experiment, subjects heard eight arguments of either a
pro- or counterattitudinal message stating that
university expenditures would be increased.

The

proattitudinal position stated the increase would be
financed by visitor luxuries tax; the counterattitudinal
position stated the increase would be financed by an
increase in student tuition.

The message was presented

either zero, one, three or five times.
were supported.

The hypotheses

First, subjects agreed more with the

pro- than the counterattitudinal message.

Second, the

number of presentations of the message affected
agreement.

Repetition led to increasing, then decreasing

agreement with the advocated message; attitude change was
significantly greater for subjects who heard the message
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three times than it was for subjects who heard the
message one or five times.

The second experiment

duplicated the first in addition to measuring subjects'
thoughts and message arguments.

The results revealed

were that message repetition, regardless of the position
advocated, led to:
then decreasing;

(1) advocacy agreement increasing

(2) counterargumentation decreasing then

increasing; and (3) topic-irrelevant thinking increasing.
Cacioppo and Petty explain their attitude results in
terms of an information-processing model.

Subjects

initially generated both favorable and unfavorable
cognitions.

However, with repetition at moderate

exposure, subjects generated more positive thoughts in
response to a high quality message.

But, with a high

repetition level, tedium and/or reactance set in, and
subjects began to attack the now unpleasant message.
Since research demonstrated that repetition does
affect attitude towards the message, advertising
researchers began to study the relationship between
repetition and attitudes towards both message and
product.
For example, Winter (1973) reported that the
effects of repetition on attitude change depend on
factors such as the individual's prior attitude, the
number of previous exposures and brand familiarity.
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Repetition had a positive effect on perceptions of the
product for those unfamiliar with the brand and little
effect on those familiar to the brand were found for
perceptions and values.

Winter suggested the most

favorable effects on the viewer were significant during
the first and second repetitions.

It was also found

that fewer exposures were required to stimulate a
buying decision.

Krugman (1972) reported that three

exposures produced maximum effects for recall and
purchase.

He stated that during the first exposure,

curiosity was aroused; second exposure, recognition was
achieved; and third exposure, decision was made.

Any

additional exposures were considered to be an extension
of the third.

Afterwards, there would begin a

withdrawal of attention.
Thus, repeated commercials can cause wearout.
Greenberg and Suttoni (1973, p. 48) state that two
things are accomplished by repeating a commercial.
First, "it increases and reinforces what a person
learns about the product."
forgetting, or decay."

Second, "it forestalls

Also, they reported that at

some point, "a person begins to forget the information
he has already learned in spite of continuing exposure
to the stimulus, because he has mentally tuned it out
and ceases to pay attention to what is being said."
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Greenberg and Suttoni state that with repeated
exposure, the viewer's reaction towards the commercial
changes.

The advertisement remains the same.

Craig,

Sternthal and Leavitt (1976) state that when
repetitions are high, there will be loss of motivation
and lack of attention to materials, and cognitive
responses will ultimately inhibit learning.

Grass and

Wallace (1969) found that with repetition of
commercials, attention will increase to a satiation
point and then decline.
It also has been found that a frequently repeated
TV commercial becomes irritating.

Ray, Sawyer and

Strong (1971) reported that a negative attitude toward
the commercial may be transferred to the product.

In

addition, Belch (1982, p. 63) stated that "media
schedules that result in high levels of message
exposure in a limited time period run the risk of
alienating the viewer."

However, Ostheimer (1970)

states that the time dimension is an important factor.
"If the presence of advertising has an effect, its
absence must also have an effect.

Thus, a small

increment [of time], or none at all, becomes a reason
for greater rather than less frequency"
1970, p. 21).

(Ostheimer,

If commercials are changed frequently or

varied, the product will hold viewer interest and
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attention more (Grass & Wallace, 1969; Greenberg &
Suttoni, 1973).
Belch (1982, p. 56) reported that with exposure to
a persuasive television commercial, "attitudes and
purchase intentions were not affected by message
repetition, although cognitive responses became more
negative as exposure frequency increased."

The results

of this study did not support Cacioppo and Petty's
(1979) findings.
Gorn and Greenberg (1980) found that children
viewing one commercial three times recalled the brand
name 75%; whereas, children viewing three different
commercials recalled the brand name 95%.

However,

when the number of commercials and repetitions was
increased, the inverse was found.
There have been two advertising-related studies
which, like Cacioppo and Petty (1979), have examined
the effects of repeated messages on cognitive
responses.

McCullough and Ostrom (1974) manipulated

five similar magazine advertisements for two different
products.

As repetition increased negative thoughts

decreased and positive thoughts increased.

No tedium

effect was found, perhaps because slightly different
ads were shown each time.

Calder and Sternthal (1980)

measured viewer reaction to television commercial
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wearout .

Two products' advertisements were repeated

(3, 9 or 18 times), and a variety of commercials were
used (three different commercials for the same product,
or one commercial for one product) .

Over a three-week

period , subjects viewed 6 one - hour programs which
contained the commercials .

Wearout occurred even

though strategies were implemented to increase
attention .

However , the information processing

mechanism was not directly supported .

Cognitive

responses measured for the high exposures were not more
negative than responses measured for the low exposures .
Several studies have examined the effects of
repetition on the enjoyment of music .
and Abel

Washburn, Child

(1927) measured the appeal of immediate

repetition rather than distributed repetition .

Eight

records (musical completeness of orchestral sections)
were played in repetitions of five times each .

There

were 30 seconds between each repetition and two minutes
between each record .

Subjects rated the pleasantness

experienced at each repetition, and they also recorded
any comments regarding their change in the affective
value .

It was found that repetition can either

increase or decrease pleasantness .

However , the

majority of the selections increased, and maximum
pleasantness was reached for late performances .

For
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the popular music selection, repetition lowered the
pleasantness, and maximum liking was reached early.
Decrease in affective value was attributed to fatigue
and increase to agreeable imagery.

Mull

(1957)

reported that familiarity with serious modern music
usually increases enjoyment, and with repeated
hearings, an initial dislike becomes liking.
Heingartner and Hall
auditory stimuli.

(1974) tested repeated exposure to

Eight 30-second pieces of Pakistani

music were played at four frequencies (one, two, six
and eight).

As repetition increased so did liking.

These were the same results that were obtained in the
visual stimuli experiments (Zajonc, 1968; Seagert &
Jellison, 1970).
Music videos are a new form of advertising.

The

medium is considered to be a series of commercials for
music and also a form of entertainment.

This study

will be concerned with only the former function.
Videos are a fusion of television (visual) and
music (audio).

They are 3- to 4-minute screen

presentations ranging from concert footage to story
dramatization.

Basically, videos are a major

promotional tool to sell records.

Record companies

provide free clips to video music programs hoping to
boost sales.

However, users recently voluntarily
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agreed to pay for the videos, and MTV now has exclusive
contracts with several record labels which provide
approximately 35% of the music.
Almost every major rock singer has made a video.
Groups struggling for exposure have increased
opportunities to sell large quantities of records.
Some new bands owe their record sales to the effects of
music videos (and MTV).

Airing videos on MTV is just

like playing songs on the radio; rotation increases
chances of exposure.

Musicians are aware of this, and

they are now putting more time and money into the
production of their videos.
MTV, Music Television, is a major force behind the
video business.

MTV is a 24-hour rock video channel

which plays approximately 300 music videos per day.
Music videos, however, are not exclusive to MTV.

Some

other media in which videos can now be viewed are
locally-produced television shows, local night clubs
and trailers in motion picture theaters.

CBS/Fox Video

has released the first music videos with closed
captioning for the hearing impaired.
MTV, which emerged on the scene Aug. 1, 1981, is
now carried by approximately 3,250 cable systems and
reaches about 27.3 million homes.

MTV's target

audience is 12-to-34-year-olds, the generation that
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grew up with TV and music.

The average MTV viewer is

age 23 or 24, a college graduate and makes over $30,000
a year.
According to a broadcast on MTV, 29% of the
viewers are age 12 to 17; 28%, 18 to 24; 28%, 25 to 34;
and 15%, 35 and above.
In July 1983 John Coleman, a Dallas-based
consultant, conducted 600 interviews among 12-to-40year-olds in 15 markets.

The results show that MTV has

a greater impact on them than radio has.

The majority

of 12-to-24-year-olds say they prefer the music medium
of MTV over radio.

Twenty percent say listening to

music is even better since exposure to MTV; 40% view
MTV instead of listening to the radio; and 60% watch
MTV instead of TV.

Research also has shown that in

geographical areas with MTV, record sales have
increased as much as 20%.
A survey conducted in September 1985 by Audit and
Surveys interviewed 255 MTV viewers 12 to 34 years old.
The MTV survey found that 43% cited the channel as "the
single most important influence on the purchase of
records."

Radio received 34% and concerts 14%.

In

1983-84, MTV and radio were equally influential.
A Wall Street research and investment firm,
F. Eberstadt & Co., Inc., predicts that by 1988, 25% of
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the home video market will be music videos which will
generate $1.25 billion.
was only $40,000,000.

The annual growth rate in 1983
The combined sales total of

records and music videos could be $5.4 billion by 1988.
Music videos have become so popular that an
article published in the English Journal suggested that
MTV can help stimulate writing and literature
assignments:

"We can use the video to get our students

thinking about how the video makes them feel, why they
react to it in the way they do, and why the artists
choose a particular manner of presentation for a song.
Videos can introduce students to symbolism and make
them try to express in words the feelings that the
images evoke"

(Latta, 1984, p. 38).

Berg (1984b) reported that music vidoes are not
new.

The concept was traced back to 1877 with Thomas

Edison's invention of the phonograph.

That, joined

with early photography, led to the first attempts of
synchronizing audio and visual components.

In the

1920s, with the advent of motion picture theaters,
sound films were used to promote new songs.

In the 30s

and 40s, short subjects featuring big bands were
extremely popular, and they were shown to audiences in
between the main features.

Just before World War II, a

jukebox called Panoram Soundies incorporated 30 three-
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minute musical shorts; it was manufactured by a
Hollywood production company.

In the 1950s, the

production of television's "Your Hit Parade" was an
important step towards today's music videos.

Popular

entertainers would perform numbers to the top 10 songs
in the country.

Since that time, many popular singers

have become interested in making videos.

Berg (1984b)

concluded that "building on a rich legacy that goes
back to the prophecies of Thomas Edison, the music
video format possesses artistic, cultural and economic
potentials that have only begun to be tapped"

(Berg,

1984b, p. 20).
Sherman and Dominick (1984) content analyzed three
different video shows (MTV, Night Tracks and Friday
Night Videos) and found that music videos are dominated
by white males.

They also reported that 60% of concept

music videos are violent, and 75% have sexual content.
They concluded by stating that "music videos are
violent, male-oriented and laden with sexual content.
Their target audience consists of males at an
impressionable age"

(Sherman

&

Dominick, 1984, p. 20).

Berg (1984a) discussed the manipulation of women
in music videos and analyzed one video.

"As glorified

promotional pieces for the recording industry, music
videos have exploited women as sexual objects to an
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extent far more graphic and overt than that found in
most other forms of above-ground media of popular
culture"

(Berg, 1984a, p. 3).

Brown and Campbell (1985) content analyzed two
different video shows, MTV and Video Soul.

They also

reported that MTV is the domain of the white male.
Other results showed that love--courtship/sexual was
the predominant theme in videos; the activities of the
lead characters were social; and courting/dating and
home/family institutions were considered positive, but
business/work and marriage institutions were considered
negative.
Milbourne (1985) content analyzed MTV and reported
that the channel is not a good representation of the
record industry.

Again, it was found that in four out

of five videos, the performers were white, male, solo
or group.

More aggression was exhibited by males while

females flirted more during video performances.
Caplan (1985) content analyzed MTV and reported
that the television hypotheses,

(1) females are victims

of more violence than males, and (2) males are more
violent than females, did not apply to MTV.

Music

videos were reported to have twice as much violence as
regular television.
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The entertainment value of music videos, of
course, must be considered.

But statistics have shown

that this media is very important in the field of
advertising.

Since music videos are basically

advertisements to sell records, the research on
repetition is definitely applicable.
Conflicting results in the previous research on
repetition make it difficult to justify predictions.
Therefore, several research questions were formed.

RESEARCH QUESTIONS
1.

Does repetition of conceptual/live and
familiar/unfamiliar music videos affect the recall
of artist's name and song title?

2.

Does repetition of conceptual/live and
familiar/unfamiliar music videos affect the
purchase potential?

3.

Does repetition of conceptual/live and
familiar/unfamiliar music videos affect their
appeal?
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METHODOLOGY

Subjects
Participants were selected from two nonverbal
communication classes at the University of Central
Florida.

A total of 55 subjects (32 in group I and 23

in group II) took part in the first design of the
study.

The cell sizes ranged from 5 to 17 subjects.

The average age for the subjects was 23 years (24 years
in group I and 22 years in group II).

Overall, there

were 36% males (34% in group I and 39% in group II) and
64% females

(66% in group I and 61% in group II).

In

addition, 96% were juniors and seniors (96% in group I
and 97% in group II).

A series oft-tests yielded no

significant differences among any of these demographics
between the two classes.
The majority of the subject's music preferences
were rock (51%), pop/top 40 (20%) and easy listening
(18%).

The remaining 11% consisted of jazz, country,

soul, and religious.
Due to attrition, only 31 subjects (17 in group I
and 14 in group II) continued through to the second
design of the study.

The sizes of the cells were 17

20
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and 14 subjects each.

The overall age for this group

was again 23 years (24 years in group I and 22 years in
group II).

There were 35% males (35% in both groups)

and 65% females

(65% in both groups).

Juniors and

seniors consisted of 97% (94% in group I and 100% in
group II).

Again, a series oft-tests showed no

significant demographic differences between the groups.
Design
Two 2 X 3 factorial designs were used to measure
the effects of music video repetition on attitude,
recall and purchase potential.

The two designs

were distinguished by the subjects' familiarity with
the stimulus.

Familiarity with the video and the

artists was operationally defined as:
1.

Familiar - commonly known artists and commonly
seen videos.

2.

Unfamiliar - artists and videos previously
unknown to subjects.

Two independent variables were utilized for both
designs.

The first variable was the type of video.

They were operationally defined as:
1.

Conceptual - a series of characters involved
in a dramatization of the song.

2.

Live - a musical entertainment presented to,
or appearing to be presented to, an audience.
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The second variable was the number of exposures to the
video.

The repetition for the familiar video was

operationally defined according to self reports of
number of exposures to the video.

Approximately

equal-sized groups were obtained by assigning subjects
to one of three levels of exposure:
(1-5) and high (6 and above).

low (zero), medium

The repetition for the

unfamiliar video was operationally defined as one,
three and five exposures.
type and style of music.

The videos were similar in
The artists and the songs for

the two types of videos remained constant.

Therefore,

the two designs were:
1.

Familiar Videos - conceptual or live; and
low, medium or high exposure.

2.

Unfamiliar Videos - conceptual or live; and
one, three and five repetitions.

There were three dependent variables, including
recall, appeal and purchase potential of the videos.
Apparatus
A 23-item questionnaire was administered
immediately after each video exposure on the first,
third and fifth days.

Four items dealt with

demographics, while three questions checked for
previous exposure to the video and/or song and the
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number of exposures to the video.

Measurement for

purchase potential for the 45 single, album and video
was assessed in three questions.

Recall was determined

by asking the subjects to list the name of the artist
and the title of the song .

Attitudes were measured

through positive and negative responses to bipolar
adjectives on seven point scales .

There were seven

judgments for video appeal and four for music appeal
(Appendix A).
Procedure
The procedure included recording four different
videos

(conceptual/live, familiar/unfamiliar) on a 3/4"

video cassette .

The length of each video was between

3.5 and 4 . 5 minutes.

The familiar video for both the

conceptual and live versions was "Everybody Wants To
Rule The World" by Tears For Fears; the unfamiliar
video for both the conceptual and live versions was
"Long Hot Summer" by The Style Council .
Subjects participated in the experiment during
regular class time in February 1986.
took about 20 minutes to conduct .

Each treatment

On the first day of

the study, subjects were informed that the author was
conducting her M. A. Thesis .

They were told that they

would be involved in the study for approximately two
weeks.

Each group was asked for full participation,
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and the professor gave an incentive bonus to those who
completed.

The students were asked not to discuss the

study with their classmates or outside the class.

This

caveat especially included comments made during the
procedure.

For each of the remaining four days of the

study, subjects were again asked to keep their
hypotheses quiet and to react to the study naturally.
On the fifth and final day, subjects were explained the
intent of the study, debriefed and thanked.
The subjects in the experiment, over time, became
more casual.

Although subjects expressed concern over

watching the same videos again and about completion of
the study, towards the end of the experiment, the
reactions from the subjects were what would be expected
from young adults, in a natural setting, watching music
videos.
Because of the complexity of the study's design,
intact classes were used.

Two groups of subjects

viewed two different videos for a total of five days.
Group I viewed the live unfamiliar ("Long Hot Summer")
and the conceptual familiar ("Everybody Wants to Rule
the World") videos.

Group II viewed the conceptual

unfamiliar ("Long Hot Summer") and the live familiar
("Everybody wants to Rule the World") videos.

The

order of the videos was consistent for both treatments
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throughout the study:

the unfamiliar video was shown

first, and the familiar video was shown second.

On the

first, third and fifth days, subjects in both
treatments completed the full-length questionnaire.

On

the off days, a dummy questionnaire was filled out by
the subjects.

The instrument was administered

immediately after each video.

Subjects were identified

by birthdate and sex.
The data were used as follows.

Because repetition

for most subjects had already occurred for the familiar
video, only the responses on the first questionnaire
were analyzed.

Regardless of this, the videos were

still shown and the questionnaires were still
administered in order for the treatments to be
consistent.

Throughout this procedure, subjects were

not as cognizant of the intent of the study.

The data

obtained in the familiar video were analyzed by a twoway analysis of variance and probed with the Scheffe'
method.
Further data collection for responses to the
unfamiliar videos was analyzed for the first, third and
fifth days.

Only questionnaires obtained from subjects

who had viewed all five exposures of the two videos
were used.

The unfamiliar video data were analyzed

with two-way analyses of variance with repeated
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measures for the repetition effect.

Due to the

statistical procedure used, an equal number of subjects
in each cell was required; therefore, three subjects
were randomly deleted from one treatment.

Additional

probing for only the repetition main effects was done
with the Newman-Keuls method.

RESULTS
The analyses for the familiar and unfamiliar
videos were conducted independently, because
familiarity was operationally defined differently.

The

manipulation checks showed that the variables of
familiar and unfamiliar were perceived as intended.
Out of the 55 subjects in the familiar condition, only
two were unfamiliar with the song.

In the unfamiliar

condition, only two out of 31 had heard the song
before; none had previously seen the video.
Consequently, the results for each set of videos are
separate.
Familiar Video
Recall
Data for the first research question yielded nonsignificant results for recall.

Recall of a familiar

video by a familiar artist did not increase with
repetition for either the conceptual or live versions.
Artist recall for the conceptual video was 100% for the
low condition, 94% for the medium and 89% for the high;
song recall was 100% for the low condition and 89% for
both the medium and the high.

The live video artist
27
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recall was 100% for both the low and the high
conditions and 89% for the medium; song recall was 100%
for all three conditions of repetitions.

Combining all

cells on both song and artist recall, 104 of 108
subjects demonstrated familiarity with this stimulus.
Due to the low cell means, it was inappropriate to
conduct chi square tests on these dichotomous data.
However, the data showed that recall was extremely
strong regardless of the experimental condition.
Purchase Potential
Data for the second research question yielded
significant results for purchase potential.

A two-way

analysis of variance revealed that album purchase
potential was affected by repetition (f=3.56, £<.OS).
Further probing by the Scheffe' method showed that two
groups differed; subjects' purchase intention was
greater in the high repetition condition than the low.
Neither 45 single nor video purchase was influenced by
repetition.

However, in one case, the type of video

significantly differed; subjects who watched the
conceptual video were more likely to purchase the 45
single than subjects who viewed the live video (f=S.33

£<.OS).

Album and video purchase potential were not

affected by the type of video.

The cell means appear

in Table 1 for the conceptual video and Table 2 for the
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live video.

The smaller the scores, the greater the

intent to purchase the product.

A five-point scale was

used.
Attitude Toward Video
Data for the third research question yielded
significant results for appeal.

Of the seven video

judgments, only two were affected by repetition.
Attitudes toward the videos became more positive with
repetition for Good/Bad (f=3.31, £<.05) and
Like/Dislike (f=3.42, £<.05).

The Scheffe' results

showed that ratings were significantly more positive in
the high exposure than in the low exposure condition
for both scales.

In addition, a repetition trend was

found for the Tasteful/Distasteful judgment (f=2.45,
£<.10), such that the ratings became more positive with
repetition.
Main effects were found for the conceptual/live
variable on all attitudes toward the videos.
Specifically, the conceptual video was rated
significantly higher on all seven judgments,
Good/Bad (F=ll.49, £<.001), Interesting/Boring
(f=15.26, £<.001), Imaginative/Unimaginative (f=65.21,
E<.001), Tasteful/Distasteful (f=15.48, £<.001),
Active/Passive (F=3.99, £<.05), Pleasing/Annoying
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(K=7.37, £<.01), and Like/Dislike (K=6.58, £<.01).

See

Tables 1 and 2 for the conceptual and live cell means.
The larger scores represent a positive attitude (sevenpoint scales).
Over repetition, the mean curves for the
conceptual video increased then decreased for every
judgment except Interesting/Boring, which decreased.
The majority of the live video's mean curves increased,
but Active/Passive decreased then increased and
Like/Dislike increased then decreased.

The overall

average of the mean attitude curve for the conceptual
video decreased then increased and the live video
increased over repetition.

See Figure 1 for the

overall mean curve.
Attitude Toward Music
No significant main effects or interactions for
the type of videos or repetition were attained.

The

mean curves for the conceptual video also decreased
then increased, except for Like/Dislike, which
increased.

The live video's mean curves showed an

increase in appeal over repetition.

When all the means

were averaged together, the overall curves for both the
conceptual and the live videos were the same as those
in the video attitude; liking for the conceptual
video's music decreased then increased, and liking for
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the live video's music increased.

See Figure 2 for the

overall mean curve.
Unfamiliar Video
Recall
Data for the first research question yielded
significant results for recall.

Repetition of

unfamiliar music videos by unfamiliar artists
significantly enhanced the recall of both the artist
and the song.

Artist recall for the conceptual video

was 29% for the first repetition, 79% for the third and
86% for the fifth; song recall was 57% for the first,
93% for the third and 86% for the fifth.

A chi-square

test revealed significant differences for the conceptual
video artist ('~.2=5.93, E_<.05) and song ('~_2=11.81,
E_<.01)

recall.

Live video recall for the artist was

24% for the first repetition, 65% for the third and 75%
for the fifth; song recall was 29% for the first, 71%
for the second and 88% for the third.

A chi-square

test revealed significant differences for the live
video artist ('~.2=14.57, E_<.001) and song ("){_2=8.83,
E_<.05) recall.
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Purchase Potential
Data for the second research question yielded
significant results for purchase intention.

Repetition

of the unfamiliar video by an unfamiliar artist
increased purchase potential.

A two-way analysis of

variance for repeated measures yielded a main effect
for repetition.

Subjects were significantly more

likely to purchase the album (f=7.19, £<.01) after the
fifth repetition than after the first exposure.

Tables

3 and 4 show the cell means; the smaller scores, rated
on a five-point scale, represent greater intention to
purchase the products.
Attitude Toward Video
Data for the third research question yielded
significant results for attitude.

Ratings of

Tasteful/Distasteful (F=3.79, £<.05) and
Pleasing/Annoying (f=5.13, £<.01) became significantly
more positive with repetition.

The Newman-Keuls method

revealed a significant difference between the
repetitions for the first and fifth repetitions for the
Tasteful/Distasteful .judgment and the first and fifth
and the third and fifth for the Pleasing/Annoying
judgment.

The conceptual video was rated significantly

more Imaginative (f=l0.72, £<.01) and Active (f=4.44,
£<.05)

than the live video.
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Over repetition, the mean curves for the
conceptual video increased then decreased for all
judgments except Imaginative/Unimaginative, which
increased, and Pleasing/Annoying, which decreased.

The

mean curve for the live video decreased then increased
for all judgments except Imaginative/Unimaginative,
which increased, and Tasteful/Distasteful, which
decreased.

Overall, the average mean curve for all

judgments of the conceptual video increased then
decreased.

The live video's average mean curve

decreased then increased.

See Figure 3 for the overall

mean curve.
Attitude Toward Music
Repetition significantly increased ratings of the
music on the Good/Bad scale (f=5.99, £<.01).

Judgments

were more positive after the third and fifth
repetitions than after the first exposure.

In

addition, significant interaction effects for Good/Bad
(~=5.31, E<.01) and Active/Passive (f=3.84, £<.05) were
found.
follows:

The Good/Bad interaction is best explained as
At the third repetition, the mean for the

conceptual video is at the highest point, and the mean
for the live video is at the lowest point.

Similarly,

difference between means for the conceptual and live
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videos for the Active/Passive interaction are greater
for the third repetition than for the first and third
repetitions.

Additionally, the conceptual video was

"Liked" more than the live vi'deo (F
- = 5 • 45 ' 12.<. 05) •
The mean curve for the conceptual video increased
then decreased for Tasteful/Distasteful and
Active/Passive; Good/Bad remained the same then
decreased, and Like/Dislike remained the same then
increased.

The live video mean curve decreased then

increased for all judgments except
Tasteful/Distasteful, which decreased.

Overall, the

average mean curve for the conceptual video's music
ratings increased then decreased, and the live video's
music ratings decreased then increased.

See Figure 4

for the overall mean curve.
Summary of Findings
Familiar Video
1.

Subjects did not recall the familiar video

artist or song significantly more with exposure.
2.

Subjects in the high exposure condition

reported greater intent to purchase the album than
subjects in the low exposure condition.
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3.

Subjects in the high exposure condition

reported significantly more positive scores on the
Good/Bad and Like/Dislike scales than subjects in the
low exposure condition.
4.

Repetition did not affect liking of the music

itself.
5.

Subjects rated the conceptual video

significantly higher than the live video on all seven
attitude scales.
Unfamiliar Video
6.

Subjects recalled the unfamiliar video artist

and song significantly more with repetition.
7.

Subjects reported significantly greater intent

to purchase the album after the fifth repetition than
after the first repetition.
8.

Repetition significantly enhanced ratings on

the Tasteful/Distasteful and Pleasing/Annoying scales.
9.

Subjects rated the conceptual video

significantly more "Imaginative" and "Active'' than the
live video.
10.

Subjects rated the music as more positive for

the Good/Bad scale in the third and fifth repetitions
than after the first exposure.
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11.

Subjects "Liked'' the conceptual video music

significantly more than the live video music.
12.

Subject's ratings of the music for Good/Bad

and Like/Dislike significantly interacted between the
type of video and repetition such that differences in
ratings between conceptual and live versions were
greatest after three repetitions.

DISCUSSION
The results of this study show that the effects of
music video repetition on attitude, recall and purchase
potential are not the same for the familiar as for the
unfamiliar video.

In addition, it was found that the

type of video, either conceptual or live, greatly
affected attitudes toward the video.
Familiar Video
In the familiar video, it was found that
repetition did not enhance recall.

This result was due

to the fact that subjects were already familiar with
the stimulus.

The recall scores were already high for

the low exposure group; therefore, it was impossible
for recall to increase with repetition.
When comparing this finding to past research, it
must be noted that there were no previous studies
relating to familiar stimuli effects on recall.
of the research dealt with unfamiliar stimuli.

Most
The

finding that repetition of familiar videos does not
increase recall must stand alone.

Additional research

should be conducted to confirm this result.
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Secondly, purchase potential for the familiar
video was partially influenced by repetition .

Subjects

in the high repetition condition were more likely to
purchase the album than subjects in the low repetition
condition.

Each subject was assigned a condition which

related to the number of previous exposures .

No

repetition on the experimenter's part was examined .
High exposure was operationally defined as those who
viewed the video more than six times ; the low condition
subjects had never previously seen the video.

This

result can be explained by the assigned condition .
Subjects in the high repetition condition had most
likely seen the video and heard the song many times;
they were at the stage where they either already owned
or were about to purchase the album .

Whereas , subjects

in the low condition were not as familiar with the
music, had not been influenced by repeated exposure and
were not yet at the decision - buying stage .
Another explanation for this finding could be that
either repetition caused liking or liking caused
repetition.

Subjects who initially liked the video

continued to watch it.

Thus, it is not possible to

know whether repetition caused an increase in purchase
potential.
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The purchase potential finding, however, can be
compared to past research.

Ray and Sawyer (1971)

examined well-known and less familiar brands.

They

found that six exposures increased the purchase
intention for a well-known product.

Winter (1973)

reported that prior brand familiarity and the number of
previous exposures required fewer repetitions to
stimulate buying decision.

In this study, subjects who

had previously seen the video more than six times were
significantly more likely to purchase the album than
subjects who had only seen the video once.

This result

confirmed the Ray and Sawyer finding; however, it
somewhat contradicted Winter's research.

It is

unclear, though, how many repetitions are too much.
More research on repetition saturation of music videos
is needed.
Lastly, attitude towards the familiar video was
only slightly influenced by repetition.

Subjects in

the high repetition condition rated the appeal for the
judgments "Good'' and "Like" greater than subjects in
the low repetition condition.

Again, this can be

explained by the subjects' familiarity with the stimuli
and their level of attitude towards the message.
The question, did repetition cause liking or
did liking cause repetition, is again raised for this
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finding.

Consequently, it is not possible to know

whether repetition actually caused attitude change
towards the liking of the video .
Harrison (1969) found that repetition of familiar
samples of men's faces gained higher likeability
ratings.

Winter (1973) also stated that brand

familiarity linked with repetition positively
increased.

This previous research is consistent with

the results found in this study .

Two of the

likeability judgments, Good/Bad and Like/Dislike were
more positive in the high exposure condition than in
the low condition .

Again, replication is needed to

confirm this trend.
Attitudes toward the music in the video were not
found to differ as a function of repetition.

Since the

song was heavily played on the radio, judgments toward
the music had already been established.

In all

repetition conditions, the appeal means were extremely
high.
Results on attitudes toward the music support the
Washburn, Child and Abel (1927) research .

This early

study measured the appeal of music over immediate
repetition; attitudes toward the music were more
positive for subjects in the high repetition condition .
In the current study, subjects who viewed the conceptual
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video liked the music more than subjects who viewed the
live video.

A possible explanation for this result

could be that since subjects were familiar with the
music, the appeal towards the liking of the conceptual
video influenced subject's ratings of the music.

The

type of video affected the liking of the music.
In addition to the repetition factor studied, the
data indicated that subjects preferred the conceptual
video over the live version.

For the familiar video,

the means for the conceptual video were always higher
than the live.

This was found evident in the overall

mean curves for both the video and music appeal.

The

conceptual's relationship between repetition and
attitude was U-shaped (decrease then increase in
attitude); the live showed a positive increase.

Even

when the conceptual video was at its lowest point, the
live video's means were always lower than the
conceptual's means.
Another finding not supported by previous research
is the appeal of the conceptual video.

Seagert and

Jellison (1970) examined the effects of repeated
exposure on simple and complex stimuli.

They found

that with exposure the complex stimuli liking increased
and the simple stimuli reached asymptote.

In one view,

the conceptual video could be considered a complex
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stimulus, and the live video could be considered a
simple stimulus.

Keeping that in mind, the conceptual

video's liking increased with exposure from the low to
the high condition.

However, the medium condition

decreased in appeal.

A positive relationship between

repetition and liking of the live video was found.

The

present results seem consistent with Seagert and
Jellison's findings.
In conclusion, the familiar video is a new area of
research which should continue to be examined.

Many

factors, such as the familiarity and liking of the
artist and music should be examined in the context of
repetitions.
Unfamiliar Video
In the unfamiliar video, it was found that
repetition does enhance recall.

Subjects who saw the

video five times recalled the artist's name and song
title more than those in the first repetition
condition.

However, the fact should be pointed out

that this design used the same subjects for all
conditions of repetition.

Most likely, the subjects

were looking for the artist's name and song title after
several repetitions.
Previous advertising research has shown that
children viewing commercials more times recalled the
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name of the product more (Gorn & Greenberg, 1980).

In

addition, Petty and Cacioppo (1979) showed that recall
is affected by message repetition.

The finding that

recall for an unfamiliar video increases with
repetition, confirms previous research.
Secondly, purchase potential was enhanced by
repetition only in regard to the album.

Subjects

demonstrated the greatest intent to purchase the
artist's album after five repetitions.
Belch (1982) stated that message repetition would
not affect purchase intentions, because as exposure
increased the cognitive responses became more negative.
Belch's conclusion is supported by the current data for
purchase intent of the 45 single and video.

However,

the album intent finding contradicts this research.
Additional replication is needed to explore the
relationship between purchase intent and repetition.
Lastly, attitudes toward the unfamiliar video were
influenced by repetition on two scales.

Subjects rated

the video as more "Tasteful" and "Pleasing" with
repetition.

Subjects also rated the music itself more

positively on the Good/Bad scale as repetition
increased.

From an information processing perspective,

for only these judgments, subjects had not reached the
point of satiation or boredom after five repetitions.
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They were still at the stage of noticing interesting
aspects of the video and music.

Accordingly, their

thoughts were increasingly positive.
Past research states that a repeated message leads
to positive attitude change; however, too much exposure
will cause a negative attitude towards the product
(Berlyne, 1970; Ray, 1971; Belch, 1982; Cacioppo &
Petty, 1979).

In this study, it was revealed that the

overall attitude towards the video and the music were
affected over repetition.

On the fifth repetition, the

overall video attitude mean was lower than the first
repetition attitude mean.

Previous research also has

stated that three exposures are enough, and that
messages should be varied (Grass & Wallace, 1969;
Greenberg & Suttoni, 1973; Krugman, 1972).

This study

confirms past research; too much exposure definitely
may be the explanation for the decrease in appeal.

The

three exposure theory would explain the higher
attitudes found in the middle condition for the overall
video attitude means; however, replication is required
before confirming any findings regarding saturation of
unfamiliar music videos.
As found with the familiar video, subjects viewing
the unfamiliar video also preferred the conceptual over
the live version.

The attitudes for the conceptual
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video and the music started out low then increased and
decreased as repetition increased.

The relationship

between attitude and repetition revealed an inverted
u-shaped curve.

However, the attitude curve for the

live video and music showed the opposite; attitudes
started out high then decreased and increased,
revealing a U-shaped relationship.

A

possible

explanation for the opposite curves for the conceptual
version could be that the appeal for the familiar video
was already predetermined by each subject; whereas, the
appeal for the unfamiliar video was not known to the
subject.

Consequently, attitudes were higher for the

familiar video than the live video.

There appears to

be a zenith appeal for both videos.

It is speculated

that the attitudes for the third repetition for the
unfamiliar video correspond to the low exposure
condition for the familiar video.

More research needs

to be conducted to determine the maximum appeal for
videos.
In past research, Petty and Cacioppo (1979) examined
the effects of message repetition on proattitudinal and
counterattitudinal advocacy towards messages.

They

found that the pro agreement revealed an inverted
U-shaped relationship and the counter a U-shaped curve.
These results could be indirectly related to the
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conceptual and live video appeals.

The relationship

for the conceptual is the same as the pro, and the
relationship for the live is the same as the counter.
However, more research is needed before any
relationship between message agreement and video like
is confirmed.
In conclusion, the unfamiliar video is also a new
area of research which should continue to be examined.
This type of video is ideal for studying the effects of
repetition.

External factors, such as previous liking

and exposure, are eliminated completely.

CONCLUSION
When looking at the whole scope of this study, it
should be noted that previous research has never been
conducted in the area of music video repetition .

Most

of the other studies have not required as much time.
For example, one major difference between advertising
repetition and music video repetition is length .

This

study's average video was 4 minutes; the average
commercial is one minute .

Consequently, an advertising

message for three repetitions would take only three
minutes; whereas, a music video for three repetitions
would take approximately 12 minutes .

Restlessness and

fatigue were avoided in this study by spreading the
repetitions over a week and a half .
Almost every major rock star , and numerous other
well-known performers, have made music videos .

They

are not concerned if it is considered flashy or
superficial.

So long as they can gain popularity,

exposure and money through music videos, artists will
continue to make them .
The present results show that whether familiar or
unfamiliar videos are classified as conceptual or live
does not affect the recall of the artist's name or song
47
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title.

Neither is purchasing potential generally

affected by the type of video.

Repetition, though, was

found to affect recall and purchase intent.

However,

when attitudes were measured, subjects unanimously
preferred the conceptual over the live version.

This

basic finding, combined with repetition, may be one of
the keys to a successful video.
Future research about the effects of music video
repetition on recall, attitude and purchase potential
should focus on two areas.

The first area of concern

should involve replication of this design.
modifications are suggested.

Several

For example, separate

groups of subjects for the different levels of
repetition would be advisable.

Caution should be used

when two videos are shown to the same group; biasing
towards one of the videos may occur.

In addition, to

avoid technical difficulties, each video should be
recorded on a separate video tape.

An additional

measurement assessing the subject's external and
internal attitudes toward the artist should be made
and utilized when testing the effects of a familiar
video by a familiar artist.
The second area of concern should involve
information processing during the repeated video
exposures and the type of attitude appeal.

Research
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employing this measure is needed.

For example:

responses are elicited for each type of video?

What
At what

repetition are subjects totally saturated by a video?
What are the effects of immediate and spaced
repetition?

How are cognitions affected by repetition?

Other future research could include different
manipulation of the types of videos and their effects
on repetition.

For example, there are many variations

of the conceptual and live videos, and some other types
of videos also include the animated and the movie
promotion.

In addition, the imagery portrayed in the

video, such as aggressive, seductive, prosocial and
antisocial, also could be examined.

In addition to the

manipulation of the type of content in the videos, the
effects of repetition on different types of artists,
such as group or solo and male or female, also can be
examined.
Music video repetition is a new area of research;
so far, no other experiments have been conducted in
this field.

More research and replication need to be

done in order to have a basis for comparison to these
results.
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TABLE 1

MEANS FOR FAMILIAR CONCEPTUAL VIDEO

CONCEPTUAL

LOW

MEDIUM

HIGH

Single Purchase

2 . 80

2 . 94

2 . 33

Album Purchase

3 . 00

2 . 44

2 . 00

Video Purchase

4 . 60

3 . 88

3 . 33

Video Good/Bad

6 . 00

5 . 81

6 . 67

Video Interesting/Boring

6 . 00

5 . 75

6 . 33

Video Imaginative/Unimaginative

6 . 17

6 . 06

6 . 44

Video Tasteful/Distasteful

6 . 33

6 . 06

6 . 44

Video Active/Passive

6 . 00

5 . 88

6 . 33

Video Pleasing/Annoying

5.83

5 . 71

6 . 33

Video Like/Dislike

5 . 83

5 . 82

6 . 56

Music Good/Bad

6 . 17

6 . 13

6 . 67

Music Tasteful/Distasteful

6 . 33

6 . 19

6 . 44

Music Active/Passive

5 . 83

5 . 75

6 . 44

Music Like/Dislike

5 . 83

5 . 94

6 . 67
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TABLE 2

MEANS FOR FAMILIAR LIVE VIDEO

LIVE

LOW

MEDIUM

HIGH

Single Purchase

4.00

4.00

2.60

Album Purchase

3.22

2.89

1. 60

Video Purchase

4.00

4.78

3.80

Video Good/Bad

4.44

4.67

3.80

Video Interesting/Boring

4.22

4.33

4.80

Video Imaginative/Unimaginative

3.22

3.22

4.00

Video Tasteful/Distasteful

4.78

5.22

6.00

Video Active/Passive

5.11

5.00

6.00

Video Pleasing/Annoying

4.89

5.11

5.40

Video Like/Dislike

4.44

5.11

5.00

Music Good/Bad

5.44

5.67

6.40

Music Tasteful/Distasteful

5.22

5.89

6.40

Music Active/Passive

4.78

5.00

6.20

Music Like/Dislike

5.33

5.89

6.60
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TABLE 3

MEANS FOR UNFAMILIAR CONCEPTUAL VIDEO

CONCEPTUAL

1

3

Single Purchase

4.00

4.00

4.14

Album Purchase

3.71

3.64

4.57

Video Purchase

4.71

4.57

4.57

Video Good/Bad

3.93

4.21

4.00

Video Interesting/Boring

3.64

3.71

3.57

Video Imaginative/Unimaginative

3.93

4.21

4.21

Video Tasteful/Distasteful

4.07

4.14

3.57

Video Active/Passive

3.64

4.28

3.50

Video Pleasing/Annoying

3.86

3.79

3.64

Video Like/Dislike

3.79

3.86

3.79

Music Good/Bad

4.79

4.79

4.64

Music Tasteful/Distasteful

4.64

4.71

4.50

Music Active/Passive

4.64

4.71

3.86

Music Like/Dislike

4.43

4.43

4.64

5
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TABLE 4

MEANS FOR UNFAMILIAR LIVE VIDEO

LIVE

1

2

3

Single Purchase

4.00

4.29

4.00

Album Purchase

3.79

4.14

4.14

Video Purchase

4.43

4.71

4.57

Video Good/Bad

3.50

2.93

3.29

Video Interesting/Boring

3.00

2.43

3.00

Video Imaginative/Unimaginative

2.43

2.57

2.71

Video Tasteful/Distasteful

4.50

3.92

3.64

Video Active/Passive

2.79

2.43

2.79

Video Pleasing/Annoying

4.00

2.93

3.00

Video Like/Dislike

3.29

2.64

2.93

Music Good/Bad

4.43

3.14

3.50

Music Tasteful/Distasteful

4.21

3.86

3.64

Music Active/Passive

3.50

2.79

3.00

Music Like/Dislike

3.50

2.79

3.07
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Familiar Conceptual and Live:
Overall Mean
Video Attitudes for Each Level of Exposure.
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Familiar Conceptual and Live:
Overall Mean
Music Attitudes for Each Level of Exposure.

56

7

*

*

6

5

4

*
*

*
*

*
*

*

3.84

4.03

3.76

2.84

3.05

*
*
*

*

*

C

*
*

3

2

*
*
*
*

*

3.34

*

1

*
*

*
*
*
*

**************************************************
1

3

5

NUMBER OF REPETITIONS
Figure 3.

Unfamiliar Conceptual and Live:
Overall Mean
Video Attitudes for Each Level of Exposure.
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Unfamiliar Conceptual and Live: Overall Mean
Music Attitudes for Each Level of Exposure.

APPENDIX A

Please help us find out what your reactions are after
viewing the video by answering all of the following
questions.
Write the corresponding number for your
answer in each blank.
1.

What is your birthdate?
Month

---

Year

Day

2.

What is your sex?
1.
Male
2.
Female

3.

What class are you in at the University?
1.
Freshman
2.
Sophomore
3. Junior
4.
Senior
5.
Graduate or Unclassified

4.

What type of music do you normally listen to?
1.
Rock
2.
Easy Listening
3.
Jazz
4.
Country
5.
Soul
6.
Other _ _ _ _ _ _ _ _ (fill in)

---

---

58

59

- - - 5.

6.

Have you seen this video before?
1.
Yes
2.
No
3. Not Sure
How many times have you seen this video before?
1.
2.
3.

4.
5.

---

7.

0

1 - 5
6 - 10
11 - 15
More than 15

Have you heard this song before?
1. Yes
2.
No
3. Not Sure

_ _ _ 8.

Would you buy the 45 single of this music?
1. Definitely will buy
2.
Probably will buy
3.
Undecided
4.
Probably will not buy
5.
Definitely will not buy

- - - 9.

Would you buy an album of this music?
1. Definitely will buy
2.
Probably will buy
3.
Undecided
4.
Probably will not buy
5.
Definitely will not buy

- - - 10. Would you buy the video for this song?
1.
2.
3.
4.
5.

Definitely will buy
Probably will buy
Undecided
Probably will not buy
Definitely will not buy
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What was the name of the artist or group?

What was the title of the song?

Below, please indicate how you feel about the music
video you just viewed.
Place an X on the line that
expresses your feelings best.
Good

- - : - - : - - : - -:- - : - - : - -

Bad

Interesting

_ _ : _ _ : _ _ : _ _ : _ _ : _ _ : _ _ Boring

Imaginative

_ _ : _ _ : _ _ : _ _ : _ _ : _ _ : _ _ Unimaginative

Tasteful
Active
Pleasing
Like

:

----

:

:

:

:

-- -- ----

..
..
..
.
.
- -.- -.- - - - - - - - - .

.
.
.
.
- -.- -.- - .- - .- -

.

.

----

.

.

.

.
.
.
- -.- - .- - - - - - - - - -

Distasteful
Passive
Annoying
Dislike
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Below, please indicate how you feel about the music you
just heard.
Good
Tasteful

:

-- --

: - - : - - : - - : - -:- - Bad

_ _ : _ _ : _ _ : _ _ : _ _ : _ _ : _ _ Distasteful

Active

_ _ : _ _ : _ _ : _ _ : _ _ : _ _ : _ _ Passive

Like

_ _ : _ _ : _ _ : _ _ : _ _ : _ _ : _ _ Dislike
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